Customers are one of core success drivers for an organization. Satisfied customers return to organization, make repeat purchases, recommend company to others. Customer satisfaction with supermarkets in Lithuania is being analyzed in the article. The aim of the article is to define the factors determining satisfaction based on estimation of customer satisfaction with supermarkets in Lithuania. The research is based on adapted methodology of European Customer Satisfaction Index. Research results highlighted models variables which should be enhanced for the enforcement of customer satisfaction with supermarkets in Lithuania.
Introduction
Relevance of the research. Every profitseeking organization has a main objective -to increase the economic benefits of its stakeholders. Since the society became knowledge-based society because of the globalization process and exponential development of information technology, consumers turned out to be active recipients of information and because of the development of market economy; consumers have a large possibility of switching the supplier. According to this, in order to gain its main objective, organizations have not only to sell the product, but to ensure their customers' satisfaction, which is important issue in developing loyal customers and accomplishing advantageous word-of-mouth among customers. One of the best methods of maintaining and improving customer satisfaction is measuring customer satisfaction with its antecedents and consequences. This produces a possibility of perception what specific antecedents gene rates direct effect on respective customer satisfaction level and how it weights customer loyalty.
According to Statistics Lithuania (2013), the main part of Lithuanian household expenditure goes to food and soft drinks, as well as alcohol, tobacco and outfits. The relative amount of household expenditure for latter goods in 2010 was 38.75 percent. All the above mentioned goods can be found in convenience shops (groceries, liquids and tobacco shops, specialty shops, etc.) or in supermarkets. Main supermarkets can be found in all bigger Lithuanian cities; they attract huge amount of customers. Therefore, it can be stated that competitive situation of supermarkets in comparison to convenience shops is far outstanding and advantageous. Assuming that a great share of household expenditure is expended on food, beverage, outfit and other goods which are mostly provided by supermarkets, the problem of the research is: what is customer satisfaction with supermarkets in Lithuania and what are the factors determining their satisfaction.
Accordingly, the object of the research is customer satisfaction with supermarkets in Lithuania, and the aim is to define the factors determining satisfaction based on estimation of customer satisfaction with supermarkets in Lithuania.
Research methods and organization. The adjusted model of European Custo mer Satisfaction Index was applied to determine latent and manifest variables of customer satisfaction with supermarkets in Lithuania. 21 manifest variables were used to perform the questionnaire research in order to determine customers' valuations of supermarkets in Lithuania. 10-point evaluation scale was applied for respondents' evaluation. Structural equation modeling (SEM) using partial least squares (PLS) path modeling methodology in SmartPLS v.2 software and descriptive statistics using SPSS Statistics v.20 software were provided for statistical analysis.
Customer satisfaction and the value of organizations
In recent decades the concept of customer satisfaction has received an expanding attention of organizations. A key factor in encouraging organizations to devote more attention to customer satisfaction is that greater customer satisfaction can lead to a more favourable competitive position in the market, which increases the market share and profit (Fornell, 1992) . D. O'Sullivan and J. McCallig (2009) demonstrated that the earnings of firms with high levels of customer satisfaction grow more quickly than those of firms with low levels of satisfaction and that market views Customer Satisfaction Index data as a reliable signal of future firm performance. A. Lerzan et al. (2009) summarized that high and increasing customer satisfaction leads to abnormally high stock returns, indicating that the stock market is slow to recognize the full extent of the intangible value created. Further, x. Luo et al. (2010) noticed that firms with higher levels of customer satisfaction are associated with more positive analyst stock recommendations. T. Dotzel et al. (2013) confirmed that customer satisfaction has a strong positive effect on firm value and a DETERmINATION Of cUSTOmER SATISfAcTION wITh SUPERmARKETS IN lIThUANIA 101 significant, negative effect on idiosyncratic risk, which means that idiosyncratic risk is lower with greater satisfaction. So, there are a lot of results proving the direct positive influence of customer satisfaction to the increased economic benefits of the owners and other stakeholders of the organization. This promotes the management of customer satisfaction, which effectiveness could increase if the respective customer satisfaction level, its antecedents and consequences and the relations as well as their significance amongst them is measured and assessed in the particular case. That is why many different Customer Satisfaction Index models were created and are often used all over the world. 10-point evaluation scale was applied for respondents' evaluations towards supermarkets in Lithuania. The choice of 10-point scale is based on the two reasons: firstly, it is recommended to use the 10-point scale when applying the ECSI model for the customer satisfaction research (Eklof, Selivanova, 2008) and secondly, authors (Coelho, Esteves, 2006) submitted that the accuracy of the customer satisfaction research results is higher when the 10-point scale is used for the research in comparison of the 5-point scale.
Research methodology
The sample. The sufficient sample size is at least 250 when ECSI model is applied and SmartPLS software is used for processing data. Since the object of the research contains Lithuania's level, which is divided into 10 counties with different population, the number of respondents was estimated according to the population in each county (see Table 2 ) taking into account that the total sample size is 250. The average annual population of the year 2012 is based on the Statistics Lithuania (2013) official data. The survey was conducted on February, 2013. In order to increase the diversity of the respondents, the survey was handled both, in person and via the Internet. 52 percent of male and 48 percent of female participated in the survey. 37 percent of the respondents were at the age group of 18-25 years old, 36 percent -at the age group of 26-35, 16 percent -at the age group of 36-45, 8 percent -at the age group of 46-55 years old, and 2 percent and 1 percent of respondents were respectively more than 55 years old and less than 18 years old.
Analysis of the research results
Respondents had the option to select more than one their usually attended supermarket. Distribution of the attended supermarkets is shown is Figure 1 . According to the results, the most popular supermarket is JSC "Maxima LT". Second most popular supermarket is JSC "Palink". The results are not unexpected, bearing in mind that JSC "Maxima LT" has the largest market size in Lithuania in terms of number of supermarkets. JSC "Palink" is the second largest net of supermarkets in Lithuania. The results of the research confirm that customers' preference is the largest net of supermarkets.
The distribution of the households' expenditure in supermarkets per month is provided in Figure 2 . Most of the respondents stated that their expenditure in the supermarkets is 5-20 percent and 21-35 percent of the whole expenditure per month. The weighted average of households' expenditure in supermarkets per month is 29 percent. So it could be stated that a significant part of the households' expenditure goes to supermarkets.
Manifest variables IMAG1, IMAG5, CUEx1, CUEx2, PERQ3, PERQ6, PERV2, CUSA1, CUSA3, CUSCO1, CUSL2 had 1 missing value, variable IMAG2 had 2 missing values. Considering that the number of missing values was not sufficiently large to influence the reliability of Figure 3 .
All AVE values were higher than 0.5, which indicate sufficient degree of convergent validity. As well as adequate degree of internal consistency reliabi lity (indicated by all composite reliability values being above 0.8). All Cronbach's Alpha values were above 0.7, so the manifest variables are unidimensional. Values of Communality were greater than 0.7; hence the quality of the measurement model for each block was accomplished. The highest R Squared value was obtained variable's Customer satisfaction (77.5 percent) and the lowest -Perceived Quality (27.8 percent), but it is still appropriate enough to be left in the model (see Table 3 ).
In this case, the measurement model obtains discriminant validity at both criteria. In view of the first criterion, the lowest value of is greater than the latent construct's highest correlation (see Table 4 ) with any other latent construct (or the lowest value of AVE is greater than In view of the second discriminant validity assessment criterion, all manifest variables' loadings of their corresponding latent variables are higher than its' cross loadings (see Table 5 ). Consequently, the elimination of four manifest variables Table 7 ). Consequently, structural model is assessed as displaying predictive relevance.
The value of global criterion of goodness-of-fit (GoF = ) is 0.5938. So, GoF index value is sufficiently large. As a result, the global model evaluation is positive. On the other hand, outer model involves single indicator construct, therefore the correctness of assessing GoF value is open to discussion.
Index values of the latent variables are shown in Table 8 . The index values are distributed between 60 and 72 scores, inclusive (in terms of scores on a scale from 0 to 100). Thus, all the values of the index As it can be seen in Table 9 , the size of the path Complaints to Loyalty is the same size as the total effect of Complaints to Loyalty and it is non-significant. The size of the path Customer Expectations to Customer satisfaction is low. This path is significant when assessing the significance level of 95 percent, although it is nonsignificant when significance level is 99 percent. The size of the path Customer Expectations to Perceived Quality is large and it is significant. The size of the path Customer Expectations to Perceived Value is extremely low and non-significant. Path's Customer satisfaction to Complaints size is large and significant, as well as Customer satisfaction to Loyalty. Image has a large Figure 4 ). Customer Expectations direct effect on Perceived Value is significant, when assessing significance level of 95 percent, on the other hand it has no significant Figure 4 ). Accordingly, the removal of this arrow from the model depends on the preferred degree of accuracy of the research. Image has no significant direct effect on Customer satisfaction as well as on Loyalty (shown in dotted arrows in Figure 4) . As a result, these effects may be also eliminated from the model concerning Lithuania's supermarkets.
The measurement model of customer satisfaction regarding Lithuania's supermarkets had four manifest variables which have been eliminated from the model in order to obtain appropriate level of discriminant validity. It could be stated that latent variables Image and Perceived Quality shared less variance with their respective manifest variables compared with other latent variables. Elimination of four manifest variables which had the lowest outer loadings disentangled this problem. The measurement model without these manifest variables still has 17 indicators and corresponds requirements for the ECSI measurement model. Alternatively, incorporating different manifest variables in the model instead of these removed indicators could not make the same problem of discriminant validity again, on the other hand, it could. So, in this case, if the new manifest variables or the same manifest variables with changed wording of the statements are included, the evaluation of the outer model must be repeated.
As it can be seen in Figure 4, as a result of increased Customer satisfaction, the Loyalty of customers may rise too. As research results revealed that customers prefer the largest supermarkets and that a significant part of the households' expenditure goes to supermarkets, it should be important for the supermarkets to maintain the existing market share, and one of the techniques to do it is the creation of customer loyalty. Another important long-term possible consequence of the management of customer satisfaction is increased value of the respective supermarket in Lithuania.
Conclusions
Analysing results about Lithuanian buying patterns at supermarkets, few ge neral trends were established. According to research results, the most popular supermarkets are those belonging JSC "Maxima LT"; second most popular supermarket net is JSC "Palink". Most of the respondents indicated that their expenditure in the supermarkets is 5-20 percent and 21-35 percent of the whole expenditure per month. The weighted average of households' expenditure in supermarkets per month is 29 percent of disposable income. Accordingly, it could be stated that a significant part of the households' expenditure goes to supermarkets.
After the research, there were determined seven certain direct significant effects amongst latent variables: Image direct effect on Customer Expectations, Customer Expectations direct effects on Perceived Value and Customer satisfaction, Customer satisfaction direct effects on Loyalty and Complaints, while considering Lithuania's supermarkets. Determined indexes of factors affecting customer satisfaction and its consequences to the supermarkets and their generalization imply that customer satisfaction with supermarkets in Lithuania achieves the average level. Despite this, customers' expectations are higher than perceived quality as well as perceived value and because of the highest direct effect of perceived quality to perceived value, deviances among customer expectations, perceived quality and perceived value influence lower customer satisfaction in comparison with perceived quality and expectations. Accor dingly, it can be stated that the main factor determining customer satisfaction was found to be Perceived Value.
The obtained results indicate the average customer satisfaction level with supermarkets in Lithuania, which could be improved by development of different marketing sales strategy which could lead to the increased level of customer perceived value. As a result, customer loyalty to the supermarkets could reach the higher level.
Tyrimo tikslas. Siekiant išspręsti tyrimo problemą, iškeltas tikslas -matuojant vartotojų pasitenkinimą Lietuvos supermarketais, nustatyti veiksnius, lemiančius pasitenkinimą.
Tyrimo metodai ir organizavimas. Siekiant iškel-to tikslo, tyrimui atlikti buvo naudotas adaptuotas Europos Vartotojų Pasitenkinimo Indeksas, kurio pagalba siekta nustatyti akivaizdžius ir latentinius kintamuosius, lemiančius vartotojų pasitenkinimą supermarketais Lietuvoje. Tyrimo klausimyne buvo pateikti 21 akivaizdaus kintamojo aprašymai, atspindintys Lietuvos supermarketų vertinimus. Pateiktus teiginius respondentai vertino dešimties balų įvertinimo skalėje. Statistinei apklausos duomenų analizei atlikti taikytas struktūrinių lygčių modeliavimas (SEM) mažiausių dalinių kvadratų (PLS) metodu, regresinė analizė, koreliacinė analizė, loginė analizė.
Tyrimo rezultatai ir išvados. Tyrimo metu nustatyti vartotojų pasitenkinimą lemiančių veiksnių ir jo pasekmių indeksai ir jų subendrinimas rodo, kad vartotojų pasitenkinimas Lietuvos supermarketais yra vidutinio lygio. Detalizuojant, vartotojų lūkesčiai yra aukštesni už suvokiamą kokybę ir suvokiamą vertę. Tyrimu nustatyta, kad suvokiama kokybė daro didžiausią tiesioginę įtaką suvokiamai vertei, o neatitikimas tarp vartotojų lūkesčių, suvokiamos kokybės ir suvokiamos vertės lemia žemes-nį vartotojų pasitenkinimą, lyginant su rezultatais, kai įvertinamas vien neatitikimas tarp suvokiamos kokybės ir lūkesčių. Tyrimo rezultatų analizė atskleidė, kad populiariausias supermarketų tinklas Lietuvoje -"Maxima".
Apibendrinant, tyrimo rezultatai atskleidė, kad vartotojų pasitenkinimas Lietuvos supermarketais yra vidutinio lygio. Siekiant didinti pasitenkinimą, reikėtų kurti tokias marketingo ir pardavimų strategijas, kurios didintų būtent vartotojų suvokiamos vertės veiksnį, kuris daro didžiausią įtaką pasitenkinimui. Vartotojų suvokiamos vertės padidinimo pasekmėje galima pasiekti ir aukštesnį vartotojų lojalumo lygį.
